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Abstract 
Studies on the attitude towards corporate social responsibility (CSR) have received a lot of attention in recent years. 
There is also a mounting concern on how the future generations view the importance of embracing CSR in every 
business decisions. The aim of this paper is to examine the relationship between ethical idealism, ethical relativism, 
materialistic value and personal spirituality towards CSR based on personal moral philosophy model by Forsyth 
(1992). The multiple regression analysis results indicated that two factors; namely, ethical idealism and materialistic 
value have significant influence to attitudes towards CSR. The implications of the study are discussed and this paper 
also provides recommendations for future research. 
© 2012 Published by Elsevier Ltd. Selection and peer-review under responsibility of Universiti Malaysia 
Kelantan, Malaysia 
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1. Introduction 
Corporate social responsibility (CSR) has received growing interests among companies as today’s 
societies expect businesses to act responsibly in their operations and activities. The impact of business 
operations on societies and particularly to the environment is undeniable.  Hence, societies expect 
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businesses to act responsibly to ensure sustainable development. According to Commission of the 
European Communities (2001), CSR goes beyond complying with regulations but to consider business 
relations with shareholders and stakeholders. Due to the growing concerns over the adoption of CSR 
practices among businesses in recent years, many companies are obliged to act responsibly in their 
operations (Muller-Christ, 2011). In addition, CSR has become important business practices globally as 
corporate reputation and corporate identity has been linked to improved business financial performance 
(Cornelius et al., 2007).  
 
 As a result, businesses today have to juggle between the need to survive due to increased competition  
and the pressure to become socially and environmentally responsible business entity (Crosbie & Knight, 
1995). Consistent with the intensification of discussion about the importance of  embracing CSR among 
businesses, the issues now has expanded to the concern over the future of CSR (Gholipour et al., 2012). 
In view of this, the future of CSR will depend on how the future generations perceive the importance of 
embracing CSR in business operations. According to Sobczak  et al. (2006) and Panwar et al. (2010) 
sustainable development to a certain degree will be influenced  by how future leaders and managers 
respond to the need to adopt CSR practices. Current budding business leaders will become member of 
society, consumers, and managers whose decision will affect the future. Hence, it is crucial to study 
current budding business leaders’ attitudes towards CSR as they will shape the future. 
 
2.  Literature Review 
 
2.1. Corporate social responsibility 
 CSR has become a universally accepted concept that expects businesses to behave beyond the rules 
and regulation stipulated by law. Nowadays, CSR is championed not only by business corporations but 
government, non-governmental organization and consumers alike (Lee, 2008). Business corporations 
particularly have increasingly incorporated CSR initiatives into their operations to create awareness and 
good image (Co’rdoba and Campbell, 2008). 
 In the context of consumer behaviour, Brown and Dacin (1997) found that consumers’ attitudes 
towards firm are positive when they are aware of the firm’s CSR activities. Similar findings found by 
Creyer and Ross (1997) that supports the notion that consumers have positive attitude if firms uphold 
CSR activities. As a result of consumer’s awareness towards firm’s CSR activities, it increases firm’s 
image and reputation (Fombrun & Shanley, 1990) which eventually translated into better business 
performance and profitability. A more recent study by Marin and Ruiz (2007) supports the view that CSR 
enhances firm’s attractiveness. CSR has been associated with firm’s image and this may lead to better 
financial performance. Accordingly, Bird et al. (2007) found that firms upholding CSR activities 
experienced higher stock market value. 
 In the literature on CSR, it can be recapitulated that there is an increasing demand by the societies for 
businesses to act responsibly and ethically in their operations. Attitude towards CSR has become a 
predictor to firm’s ethical behaviour. Hence, this study is carried out to examine future leaders’ attitude 
towards CSR by investigating the relationship between ethical idealism, ethical relativism, materialistic 
value and spirituality and budding business leaders’ attitude towards CSR. 
 
2.2. Ethical Idealism 
 According to Forsyth (1992) based on the model of personal moral philosophy, idealism refers to the 
level to which any actions by a person is with consideration on how it will affect others and that an 
idealist will avoid taking actions that may cause harm to others. Similarly, Henle et al. (2005) posited that 
an idealist (a person with idealism value) views that when a person embraces moral actions, it will result 
to positive favourable outcome.  
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 Accordingly, idealist are assumed to be more altruistic and unselfish (Forsyth, 1992; Park, 2005). This 
lead to the belief that idealist may view CSR positively as found in previous studies. For example, Park 
(2005) study on socially responsible buying behaviour among professionals in apparels and shoe 
companies found that there is a positive relationship between idealism and ethics and social 
responsibility. Park’s finding supports the earlier study by Davis et al. (2001) that found idealism to be 
positively related to empathy and emphatic concern by taking others feelings into consideration. 
Therefore, it is posited that there is positive relationship between ethical idealism and attitude towards 
CSR. 
 
2.3. Ethical relativism 
 According to Forsyth (1992) in general, ethical relativism refers to the degree to which universal 
moral principles are denied when it comes to making decision of a moral nature. Examples of universal 
moral principles are like the acceptable facts that killing is criminal, never tell lies and stealing is wrong. 
Forsyth (1992) further argues that relativist (a person with relativism value) is doubtful of universal moral 
principles and that is more focus on an idiosyncratic moral judgement of each specific circumstances and 
stakeholders. In other words, when facing with moral dilemma relativists will make decision based on 
how they defined morally acceptable actions. 
 Hence, previous studies support the notion that there is a negative relationship between relativism and 
CSR. For example, a study by Sparks and Hunt (1998) found negative relationship between ethical 
sensitivity and relativism. Similarly, Park (2005) found negative relationship between perceived 
importance of ethics and social responsibility. While Davis et al. (2001) found no relationship between 
relativism and empathy and empathic concern. 
 At the outset, relativism seems to portray that relativists are unsympathetic and would not consider the 
adverse impact on others when making decision. An individual with relativism value has a tendency to be 
insensitive to other and less emphatic on the impact of their decisions to others. This is because relativists 
do not follow the universal moral principles but to make decision based on individually defined 
judgement. Hence, this study suggests that when facing dilemma, budding business leaders with 
relativism value will concern more on profit maximization. Therefore, it is posited there will be a 
negative relationship between relativism and budding business leaders’ attitudes towards CSR. 
 
2.4. Materialistic Value  
 The origin of the concept of materialistic value can be found in the area of consumer behaviour and 
marketing. In the context of consumer behaviour, Belk (1985) suggest that materialistic value refers to the 
belief that consumer products can be a basis of life contentment or discontentment. According to Abela 
(2006), the explanation of the concept of materialistic value is still vague. However, materialistic value 
has been highly discussed in the literature due to its association with unfavourable outcome (Kasser, 
2002; Giacalone, 2006). Furthermore, Chatterjee and Hunt, (1996) and Kasser (2002) found that 
materialistic value has been recognized to affect individual attitude and behaviours whether in job-related 
or non-job related settings. 
 Prior research found negative relationship between materialistic value and relationship with others. 
Study by Richins and Dawson’s (1992) found negative relationship between materialistic value and 
satisfaction with friends and family. In another study by Ryan and Dziurawiec (2001) also suggest that 
there is a negative relationship between materialistic value and family life. Since individual with 
materialistic value treasures material goods above other thing, it is suggested that individuals with 
materialistic value incline to be insensitive to the impact of their behaviour and action to society and 
therefore will be less prone to uphold CSR initiatives. Therefore, it is hypothesized that there is a negative 
relationship between budding business leaders’ materialistic value and attitudes towards CSR. 
 
55 Herwina Rosnan et al. /  Procedia - Social and Behavioral Sciences  107 ( 2013 )  52 – 58 
2.5. Personal Spirituality 
The definitions of spirituality mostly assimilate a connection to something beyond the real world and 
incorporate a representation of transcendence. “Interconnectedness” is the gist of spirituality as according 
to study done by Mitroff and Denton (1999). Armstrong (1995, p. 3) defines spirituality as “the presence 
of a relationship with a higher power that affects the way in which one operates in the world.” A study by 
Giacalone and Jurjiewicz (2003) found spirituality to be a significant predictor on whether individual 
views business practices as ethical or unethical. In addition, Astin and Astin (2004) found significant 
positive relationship between spiritually and participation in charity activities by students. Since 
spirituality has been linked to attitude towards ethical behaviour, it is posited that there is a positive 
relationship between spirituality and budding business leaders’ attitude towards CSR. 
 
3. Methodology  
 The population of this research is on business students enrolled in public universities. Apart from 
using online survey through email, the study used Facebook as a medium to distribute online survey to 
targeted respondents. According to Gjoka et al. (2009) and Abdesslem et al. (2010), there is an increasing 
popularity among researchers to use online social network (OSNs) particularly Facebook to increase the 
number of response rate. Following Macri and Tessitore (2011) the study used the techniques aimed at 
sampling known groups (Facebook sub-population) which are the business students. Macri and Tessitore 
(2010) suggested that researcher use the strategies to contact respondents through an individual 
researcher’s profile. Following Hair et al. (1998) the acceptable ratio of sample collected should follow 
the rule of ten-to-one ratio of independent variables.  
 A total of 270 questionnaires were sent to potential targeted respondents. The findings are computed 
based on the 166 responding candidates. For findings and analysis, the bivariate frequency distribution is 
used to explain the demographic profiles of the respondents, which also includes gender and their specific 
business program. To study the factors which significantly affect budding business leaders CSR attitudes, 
multiple regression analysis is used. This analysis enabled us to examine the individual impact of the 
independent variables on the attitudes towards CSR. 
 
4. Results  
 Most of the respondents are female, studying management course, and enrolled in a bachelor 
programme. Sixty two percent of them have never participated in any CSR activities but 37.1 percent had 
been exposed to get involved into CSR activities. A scale of five intervals is used for our questionnaire. 
The respondents have been asked to choose the statement that is most relevant to their own actions. The 
scale used is as follows: “1. Strongly Disagree”, “2. Disagree”, “3. Neutral”, “4. Agree”, “5. Strongly 
Agree”. In the reliability analysis obtained for our sample, the result showed that all exceeded the 
recommended cutoff value of .70 (Santos, 1999). This study involves a relatively large sample (166 
UHVSRQGHQWVVLQFHDQDUELWUDU\UXOHLVRIWHQJLYHQWKDWWKH&HQWUDO/LPLW7KHRUHPDSSOLHVIRUQDQG
therefore, the Central Limit Theorem could be applied here and hence, there is no question on normality 
of the data.  
 Two major methods were utilized in order to determine the presence of multicollinearity among 
independent variables in this study. These methodologies involved calculation of both a Tolerance test 
and Variance Inflation Factor (VIF) (Kleinbaum et al., 1988). The results indicate that none of the 
Tolerance levels is < or equal to .01; and all other VIF values are well below 10. Thus, the measures 
selected for assessing independent variables in this study do not reach levels indicate of multicollinearity. 
As Tabachnick and Fidell (2000) recommended the acceptable Durbin – Watson ranges between 1.5 and 
2.5. In this analysis, the Durbin – Watson value of 2.432 is between the acceptable ranges from 0 to 4, 
and it shows that there was no auto correlation problems in the data used in this research. As a general 
rule of thumb, the residuals are uncorrelated when the Durbin-Watson statistic is approximately at 2. A 
value close to 0 indicates strong positive correlation, while a value of 4 indicates strong negative 
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correlation. For our analysis, the value of Durbin-Watson is 2.43, approximately equal to 2, indicating no 
serial correlation. Thus, the measures selected for assessing independent variables in this study do not 
reach levels indicate of multicollinearity.  Four hypotheses were formulated and tested. The results are 
shown in the table 3.1 below.  
 
Table 3.1: Hypotheses Tested 
 
Name Hypotheses Result 
H1. There is a positive significant relationship between Idealism and Attitudes toward CSR Significant 
H2. There is a negative significant relationship between Relativism and Attitudes toward CSR Not Significant 
H3. There is a negative significant relationship between Materialistic and Attitudes toward CSR. Significant 
H4. There is a positive significant relationship between Spirituality and Attitudes toward CSR. Not Significant 
 
 The result above can also be further explained in Table 3.2 that represents the results of a multiple 
regression analysis used to evaluate the strength of the proposed relationship. With the R squared level of 
0.874, there are two significantly related variables that prevail, which are ethical idealism and 
materialistic value. Their P Values are at 95% and 99% confidence level. 
 
Table 3.2: Multiple Regression test between idealism, relativism, materialistic and spirituality with attitudes towards CSR 
 
Variable Estimate Standard Error P-value 
Idealism 0.651 0.088 0.000** 
Relativism 0.047 0.026 0.075 
Materialistic -0.134 0.034 0.000** 
Spirituality 
 
0.076 0.072 0.297 
R squared = 0.874, Adjusted R squared= 0.871, (*) p<.05, (**) p<.001  
 
5. Discussion  
 Previous studies have used personal moral philosophies model to predict future managers’ attitude 
towards CSR (Gholipour et al., 2012; Kolodinsky et al., 2010; Poulton, 2012). In the context of Malaysia, 
the findings show that only two out of four predictors have significant relationship to attitude towards 
CSR. Ethical idealism and materialistic value are all significantly related to future budding business 
leaders’ attitude towards CSR. The findings are consistent with studies done by Davis et al. (2001) and 
Park (2005) that found an individual with idealism values have the tendency to embrace moral actions 
that lead to ethical behavior and socially responsible actions. The study also found that materialistic value 
has significant relationship with attitude towards CSR. The result is consistent with studies done by 
Richins and Dawson 91992) and Ryan and Dziurawiec (2001) that suggest an individual with 
materialistic value has a tendency to be insensitive to the impact of their actions to society. 
 However, the finding does not support the hypothesis that an individual with ethical relativism is less 
more likely to concern more on profit maximization. This is acceptable as there are conflicting results. 
Park (2005) and Spark and Hunt (1998) found negative relationship between ethical relativism and social 
responsibility while Davis et al. (2001) no relationship between relativism and emphatic concern that lead 
to ethical concern. Similarly, there is insignificant relationship between spirituality and attitude towards 
CSR. The finding is inconsistent with the study done by Astin and Astin (2004) and Giacalone and 
Jurjiewicz (2003). The insignificant relationship between the predictor and attitude towards CSR may be 
as a result of sampling population which comes from multi-racial country with different religion 
background. 
 The purpose of this study is to predict future budding business leaders’ attitude towards CSR. Study 
on current future leaders is important as the future generation will shape the future to ensure sustainable 
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development. The study indicates two factors are significant that become the predictor of budding 
business leaders’ attitude towards CSR namely ethical idealism and materialism. 
 
5. Implication and Suggestion for Future Research 
 Based on the empirical findings, this study has been able to provide a better understanding on the 
impact of personal moral philosophies and imminent attitude towards CSR. The implication of the study 
to future leaders is important as current moral values may lead to whether the present young generations 
will behave ethically or otherwise in the future. Hence, at tertiary education level, these future leaders 
may need to be more exposed to the importance of embracing CSR in business operations and that the 
school curricular may need to put an emphasis on social responsibility program. 
 This study is a cross-sectional study which result is limited to a particular setting. It is suggested that 
longitudinal study might be meaningful as students may change their attitude towards CSR as they gain 
more knowledge on CSR during their study at the university. Furthermore, the present research is limited 
to students in public universities. Future research may attempt to broaden the scope by incorporating 
sample from private universities in Malaysia.  
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